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ObjecTIves
   1. What should our marketing efforts be accomplishing?
	 		2.	Are	our	goals	clearly	defined	and	measurable?

backgrOUnd
   3. What is our company history?  
   4. What category do we serve and what is that history?
   5. Are we building or losing market share within our business category?
   6. What are the trends affecting our industry/business category?
   7. Is our market growing or shrinking?

TargeT aUdIence
   8. Who is our target audience(s)? 
	 		9.	What	key	benefits/features	do	we	offer	them?
 10.  What are their pains – what keeps them up at night?  What is their single most important 

“want”?
 11. What is the level of interest in our category/service in the minds of our customers?
 12. Does our brand promise resonate with them?  Have real meaning? 
 13. Is there confusion in the minds of our customers about our industry/category?
 14. What do our customers need, but perhaps not know they want, from our service?

cOmpeTITIve analysIs
 15. What is the competitive landscape?
 16. Who is our competition?
 17. How dominant are they?
 18. How good are they?
 19. What is the competition saying?
 20. Are they saying it effectively?

pOsITIOnIng
 21.  What is our single biggest strength that matches up with our customer’s most important 

want?
 22. Is this a unique claim in the marketplace?

brand sTraTegy
 23. If our brand were a person, what three words would you use to describe them?
 24. If our brand was a car, what type of automobile would it be and why?
 25. What is our brand personality?
	 26.	Does	our	logo	and	brand	ID	accurately	reflect	our	brand	personality	and	positioning?
 27. What collateral is needed and how will it be incorporated into the creative strategy? 

amp your brand
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prOdUcT sTraTegy
 28. What products/services are we going to focus on?
	 29.	What	customer	benefits	are	derived	from	our	products/services?

medIa sTraTegy
	 30.	What	is	the	most	efficient	way	to	reach	our	target	audience	within	our	budget?
 31. Where is our target audience getting information about our category?
 32. What media is best suited to deliver our message?

creaTIve sTraTegy
 33. How will we convey our brand message simply and effectively?
 34. What level of sophistication will our audience respond to?
 35. What message will ultimately affect our customer’s desire to purchase our product/service?

pUblIc relaTIOns
 36.  Can public relations help achieve our strategic goals more effectively than, or in 

conjunction with, other strategies?
 37. What PR strategies should we implement?’
  a.  Earned media, target bloggers and e-PR, internal communications, customer  

communications, special events, community involvement, goodwill/fund raisers.
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